Introduction
Within the developed world, the current generation is experiencing political, economic and cultural life through a set of communication technologies barely older then they are. This collection of research about society online is unique. Rather than trying to cover every possible topic relating to new communication technologies in society, we have organized a series of arguments about how these new technologies mediate the different spheres of our social lives. First of all, the collection is not exclusively devoted to a particular technology, or specifically the Internet, but to a range of technologies and technological possibilities labeled new media (Manovich, 2000) . Obviously the label new media cannot last forever, but many observers use the term to describe a range of communication technologies very different from the media that were prominent a decade ago. Second, this collection does not mark the importance of new media in everyday life with indications that the technology is a banal, ordinary part of our daily activities. Different people have different kinds of access to new media, and those with access use new media in different ways. The technology itself and how it is used evolves daily, so it makes sense to focus on the general properties of new media, and their application in both daily and unusual circumstances. Third, this collection has an overarching argument. Communication technologies became deeply embedded in personal lives very quickly, mediating our interactions with other people and the way we learn about our world. Understanding society online requires that we study media embeddedness -how new communication tools are embedded in our lives and how our lives are embedded in new media.
New media technologies have not simply diffused across society, they were rapidly and deeply embedded in our organizations and institutions (Howard, Jones et al., 2001) . The content of new media tends to more closely reflect the actual interests of the population, which plays the role of producer and consumer of content, software and hardware. For example, some people use new media to produce music at home, some use commercial software to organize and store purchased music, while others use software to make their music collection available to their networks of family and friends. The technology itself is deeply embedded in that its software and hardware can be controlled by, and often developed by, users of the new media. In contrast, a relatively small social elite owns, Witte argues that researchers should not confine themselves telephone-based survey samples because many people use a variety of communication technologies for their daily tasks. Since the sampling error of traditional random digit dial survey is growing, and the chance that someone is not going to be invited to participate is not randomly distributed across the population, the social sciences need to surrender the unquestioned goal of randomness for the more meaningful and achievable goal of representativeness and purposive sampling. If the distribution of people not responding to a survey is the same as the distribution of people who do respond, all is well. However, almost 3 percent of the adult US population is simply inaccessible to most telephone surveyors: people in prisons, college dorms or the military, or those who can pay for technology that protects them from computer-assisted telephone interview (CATI) systems. Witte's piece is an important introduction to this volume because he cogently makes the case for multimethod studies. "Telephone surveys with their own patterns of non-response and selection may give an inaccurate picture of web users. The virtues of multi-method studies may extend to covering the blind posts of telephone surveys as well as those of web surveys." New media permit researchers to experiment with a range of respondent stimuli and the survey instrument itself. By extension, the process of triangulating on answers necessarily partners qualitative, comparative and quantitative methods (Howard, 2002) .
As editors, we have deliberately sought out examples of the diverse methods scholars are using to study society online. Silver and Garland did a systematic content analysis of magazine advertisements, and Rice and Katz use the comparative method to contrast data about politics online in 1996 Social Capital, Community & Content. Norris starts off this section by testing out the role of different kinds of online community groups if you know their ability to help bridge and bond people from other backgrounds. Bridging and bonding are the two key components of Putnam's formulation of social capital, and Norris finds that most Americans feel their membership in online communities both widens and deepens their social relationships (Putnam, 2000) . As one might expect, Norris finds that different kinds of groups have different bridging and bonding roles, and that such roles can be socially constructive or dysfunctional. She takes us beyond simple propositions that Internet-based communities are good for those who find camaraderie or bad for those who isolate themselves in narrowly defined interest groups. Her cogent analysis allows us to compare the relative effects of different kinds of groups. For example, Norris finds that religious groups seem to have a modest bonding function, but a low bridging function.
The role of new media in our spiritual lives is understudied, so Larson gives us a closer look at religious communities online, investigating both the organization of religion and individual spiritual conduct online. The Internet, she notes, "is a space at once both solitary and social." Some new media technologies like the Internet have been criticized for encouraging small groups with narrow, specialized interests to form and flourish. Her findings suggest that the Internet has provided a fertile ground for spiritual exploration, and that having a place for religious artwork, debates about canonical law, and devotional support has enriched the lives of many people deliberately looking for guidance and likeminded spiritual communities. The Internet has helped these spiritual communities organize themselves, extend their services, and expand their memberships. In a nice convergence with Norris, Larson finds that while people recommend their favorite websites to friends, reinforcing social networks, people rarely go online to extend their social network of devout friends.
People with different demographics backgrounds look for different kinds of content online (Howard, Jones et al. 2001) . For example, African American Internet users more frequently seek spiritual information online. While the proportion of male and female users reflects that of the rest of the population, the different genders do different things with new media. Women are twice as likely to search for health information than men, and they tend to spend more time communicating with friends and family with email. They are less likely to get news, visit a government website, or use the Internet for work. Controlling for other variables, women are less likely to research or buy a product online. Nakamura discusses both how racial categories are represented by the content of new media, and how racial minorities are excluded from the use of the technology. Many Internet users may be able to extend their social capital by bridging or bonding with new communities and ideas. However, the content of new media is not free of cues about race, gender or class, or forms of social inequality we find in life offline. Shade explores the implications of the recent surge of female Internet users. To what degree has the content -or the technology itself -been feminized by the surge of female users that occurred as the technology defused? Shade suggests that a balanced analysis must look at both corporate interests in supplying gendered content and user demand, for such content. We can safely say that all content is political.
Wired News and Politics Online. While many pundits have lauded new media technologies for their potential roles in democratic deliberation, there is quite a difference between imagining how a technology might play such a role, building such applications, and getting the public to use them as desired. Stromer-Galley's analysis of what people think of voting online offers insight into the complexities of the transition between technological dreams and political applications. She finds that an Internet voting system, as currently imagined, would probably not draw new voters into participating. She charts a careful route between being technologically or sociologically over-determined. On the one hand, she learns that Internet use is a strong predictor of preferences for voting online, and we might expect that because ever more people are using the Internet the number of people who would like to vote online would increase. On the other hand, familiarity with a technology bears little relationship to a person's sense of duty or interest in politics. With her research we can now make a measured distinction between the degree to which a technology may enable more efficient voting participation and the degree to which people must be motivated to vote. Overall, being familiar with new media appears to have a greater effect on the likelihood of voting online then on having a strong sense of duty to do so.
Whereas Stromer-Galley investigates people's perception of Internet voting tools, and finds marked enthusiasm for their use, Rice and Katz make a comparative study of the role of the Internet in the 1996 and 2000 elections. They report that a growing number of people use the Internet to enrich their political lives -participating in online discussion groups, researching candidates and policy options, and following political news. They also make the important point that it is too early to expect any rise in voter sophistication, and offer reasons why the Internet may only have a limited role in making people smarter citizens. In weighing the question of whether the Internet has had a negative impact, no impact, or a positive impact, Rice and Katz crunch the numbers and come down with a mildly positive ruling. Dessauer writes about the evolution of the production and consumption of news. "With the evolution of Internet news" she writes, "the traditional news product has become either the basis for a story that is 'repurposed' or repackaged for new media." The habit of news production has changed radically -journalists conduct more research online then many are willing to admit in professional circumstances, television news has adapted interactive techniques to engage the television viewer, and some Internet users treat personal weblogs, or 'blogs', as alternative news sources. Moreover, there is a growing industry of alternative media production, which relies on the efforts of solitary individuals equipped with palm-pilots, digital cameras, and wireless technologies to bear witness to political violence that established media consider too controversial for their prime time viewers. While Dessauer describes changing patterns in the production and consumption of news in the United States, Schneider and Foot take a close look at a specific case of how the Internet was used in a moment of social crisis. They make one of the first systematic studies of Internet use following the terrorist attacks of September 11 th , covering its use as an emergency response tool for getting and providing information, assistance and support, as a means of sharing personal expression, and as a forum for political advocacy.
Economic Life Online. Even though themes of gender and race are introduced in the section on community and content, they are not sequestered there. Kotamraju writes about the gendered division of labor that persisted in dot-com culture. Silver and Garland investigate how advertisers tried to influence the technology choices of young women. Whereas advertisers wanted teenage girls to see the Internet as an easy way to shop, teenage girls were interested in chatting with instant messaging tools. Silver and Garland's piece is interesting for the way it describes the tension between individual agency and social construction -girls who want to IM, and an advertising industry that wants them to shop.
But advertisers have not been the only people doing the 'social construction' of new media. In fact, such work only became defined as a valuable skill-set in the last decade, and Kotamraju's project is to trace the evolution of Web design skills. Focusing on the San Francisco Bay area, her story of professionalization and rationalization brings perspective to the dot.com boom and bust that involved, and often preoccupied a generation of young people and an international economy of billion-dollar technology businesses. Even though Kotamraju's case study makes the profession of web design seem unstable and fickle, Neff and Stark suggest that the designers of new media technology have had lasting organizational influences. As a complement to Kotamraju's case of micro-level changes in professional definition, Neff and Stark describe how software and hardware choices influence organizational behavior. They find that "the values embedded in widely-used information technologies have become encoded into the routines of the market and into organizational forms." The stock value of many dot-coms inflated and deflated over several short years, but the values embedded in new organizational forms seem to be long lasting.
Culture & Socialization Online. Griswold, Wright, Peterson and Ryan wrestle with two general hypotheses about patterns of cultural consumption and production over new media. The first is a kind of more-more hypothesis, that the more time people spend with technologies like the Internet, the more they will learn about culture -reading literature and listening to music either online or off. The second is a kind of zero-sum hypothesis, often associated with studies of reading behavior, playing video games, and television watching. The more one watches television, the less one reads or listens to music. Does this apply to new media use? Griswold and Wright take a close look at reading behavior and Internet use and make some modest claims about positive reinforcement --not just association --between using Internet technologies and the consumption of literary culture offline. Peterson and Ryan examine how musical tastes may be changing with the exposure offered to different cultures. Peterson and Ryan provide a significant amount of historical and archival depth, important for their probe into the role of new media in shaping the way we produce and consume music. Their thesis is that with new technologies, from notational innovations to recording and distributing technologies, music has been disembodied from its creators.
But in terms of socialization and cultural sophistication, do people really meet new people and learn new things online, or do they merely extend and reify their existing social networks and personal interests? Robinson, Neustadtl, and Kestenbaum find that independent of education, age, and other demographic factors, Internet users are more open and tolerant folk. The first Internet users tended to be wealthy, educated, and more conservative, but Robinson finds something of a demographic and ideational transition happening online. One cannot use standard labels like liberal or conservative to describe many Internet users; instead, Robinson and his colleagues plumb the subtle variations in the issues on which Internet users seem to be increasingly tolerant.
The Personal and Global Context of Life Online. While the previous sections have focused on social phenomena within the United States, contemporary life online also has a personal and global context. The personal context of life online consists not only of the hardware and software we individually have access to, but our personal skills with new media. Some of the best contemporary data on the digital divide appears in contributions from Rice and Katz and Robinson, Kestnbaum and Neudstadtl, but Hargittai digs into a kind of second-order learning divide. She finds that personal skills with new media vary widely, but that a significant portion of the variation in how long it takes people to complete a search online can be explained by the type of information being sought, their schooling, and the presence of children in the household. We rely heavily on our social network both for learning new skills and suggestions about the kinds of content to explore. As Gurak and her coauthors add, not only do skills vary widely, but so do privacy norms. To be more accurate, individuals seem to have strict privacy norms but little knowledge of how to protect their privacy online. Conversely, many corporations have less regard for our privacy expectations because transparent markets --and competitive edge --requires knowledge about our preferences as consumers. Gurak identifies three approaches to the management of individual privacy and contrasts the European model of state-led protections, with the American model of corporate selfregulation, and a third way -citizen management. This is one example of how the personal context of life online, our individual research skills and privacy expectations, has a difficult fit with the global context of life online, a world of competing corporations and nation states vying for our business and trying to protect our interests. Sassen writes about other ways in which personal and global contexts connect in her piece on how sited digital materials move. She wrestles with the conceptual challenge of studying communication technologies that both construct new social dynamics and reproduce old ones, constrain some human activities while providing capacity for others. Part of the solution, she argues, lies in making sure that the study of life online includes the territorial context in which users actually live.
Whereas Stromer-Galley investigates social expectations for polling technologies, Bainbridge takes a much broader look at expectations for the future through scenarios about how new media will stay new. However, he does so in an interesting way: rather than presenting many people with short, mutually exclusive statements about the future, he takes one respondent and offers many different scenarios. He takes advantage of new media, turning the Internet itself into a research tool, and presents over 2000 scenarios to a single respondent, asking for careful distinctions between what the respondent expects and wants from the communications technologies to come. Bainbridge presents the results of the Question Factory, a unique project that turns traditional survey research on its head: rather than asking a large number of people to choose from a small range of responses to questions limited by survey designers, the Question Factory asks one person to generate the widest possible range of responses to the questions deemed important.
Cross-Cutting Themes
Even though the collection has been explicitly organized around these different spheres of life --community, political, economic, cultural, personal and global --there are two implicit themes that cut through the collection. The first has to do with the commercialization of life online. The second has to do with what we will call the demographic transition online.
Consumerism, Commercialization, and Commodification Online. For those who study new media and society one of the most pernicious claims is that the content of new media has been spoiled by consumerism, commercialization, and commodification. One question more frequently asked of Internet users is whether they feel the technology has improved their ability to shop. The statistics tell us that being older and predicts a negative response, and even though being female is a slightly positive predictor it is not statistically significant so we cannot generalize about whether women feel like better shoppers because of new media (Howard, Jones et al., 2001) . When Silver and Garland do their analysis of the relationship between the interests of young teen women and the goals of the teen advertising industry, they find female teens have been intent on using IM and resisted advertiser's efforts to construct new media as a shopping tool. Women tend to look for information about health care and dealing with other kinds of life problems. But does having more content about health and welfare on the Internet represent some kind of feminization? Shade tackles that one. One of the most pronounced negative effects are racial categories, such that people who self describe as being part of a racial minority clearly do not feel empowered by new media technologies. Such tools do not make African Americans, Asian Americans or other minorities feel like they are smarter shoppers, more equipped in the workplace, or better able to pursue hobbies or interests. However, other research suggests that minorities are more likely to use the Internet for political activism or spiritual information (Howard et a., 2001) . Both Nakamura and Shade wrestle with the question of whether engendering content and making it racially reflective is or should be a commercial enterprise. Kotamraju writes about the commodification of skills, a process that promotes raw coding and systems administration skills over artistic design skills among website creators.
Even though this is a collection of essays from social scientists leading research into the role of new media in society, there are a number of points of disagreement. For example, whereas Nakamura and Shade comment on signs of the commercialization of racial identities and gendered content, Silver and Garland find that advertisers failed to lure teen girls into treating the web as a shopping tool. Similarly Neff and Stark report minor revolt when the teen users of an online magazine asserted the right to participate in the editing and design of the website. Thus researchers find consumerism, commercialization, commodification, and powerful acts of resistance in society online. Two of the most forward-looking pieces may have contradictory implications: whereas Bainbridge's respondent predicts that voting online will happen by 2100, Stromer-Galley makes a number of cautionary notes about the important social context in which online voting would be socially acceptable and logistically practicable. These points of disagreement signal that while we are learning much about society online, crucial questions about the political, economic, cultural, personal, and global contexts of new media inspire vibrant debate and require innovative research.
Demographic Transition Online. One of the key hypotheses of demography is called the demographic transition: that all societies go from a stage of growth in which they are mostly made up of young people to a stage in which they are mostly made up of old people. We observe a similar demographic transition online. There are many people who do not use the Internet and other new media tools, but their numbers are dwindling. Of the group who is not online, some are eager and waiting for costs to drop. Many of the rest are reluctant to come online, or say they never will, but this group gets older and smaller every year (Lenhart, 2000) . In this sense, the proportion of people familiar with new media is ever growing. Not only are most college students now quite familiar with the Internet, but the number of people who must use the Internet as part of a job profile is also increasing (Jones, 2002 ). Yet even those who do claim familiarity with new media tools like the Internet may not always have regular access, as Rice and Robinson remind us; may not have the best research skills, as Hargittai finds; and may participate in the consumption of cultural content but not in its production, as Nakamura illustrates.
But it is not enough to state that the older folks who are unfamiliar with technology are a diminishing group. It is more useful to estimate trajectory -to figure out the direction of social currents. The principle of generational turnover has important implications for our study of the Internet and society. For Peterson and Ryan, the next generation of Internet users will have diverse musical tastes. For Shade and Nakamura the Internet may be feminized and racially representative. Rice and Katz find modest political role for new media in the 1996 and 2000 elections, Stromer-Galley analyzed survey data about voting habits and found that a growing number of people would prefer to vote online, and Bainbridge's in-depth study found an interesting set of expectations about new media and politics:
The general public will have ready access to government information and services over their computers. The Internet will be an agent for democracy, as each community has an electronic town hall. Voting will be done online via personal computer. Internet-based voting will dramatically strengthen democracy. The selection of leaders will be done via electronic media, without paper ballots or voting booths. Citizens will vote from home by computer on daily and weekly issues which are raised by their elected representatives.
It is not simply that expectations for new media are high, but that the social context of technology development only partly explains patterns of use. Stromer-Galley finds that Internet use is the strongest predictor of a person's interest in voting online. She is one of the first to measure these effects in a comparable way. However, the effect of being a savvy Internet user is greater than one's sense of duty or political interests, suggesting that the popular expectation for being able to conduct our political business online will only grow as the technology diffuses. Robinson's piece confirms that as people get more and more experience with new media technologies, they seem to get more tolerant of other ideas. This is very different from the claim that has been made for some time -that the people online are also the more educated, richer and more tolerant elites of the country. This is a tentative claim about causality -the Internet seems to make people more tolerant. The importance of these advancements cannot be understated. For a long time scholars were cautious about discussing Internet effects, and it was assumed that the golden age of netizenship passed when the masses started signing up for AOL. But several of these contributors are making nuanced, but bold claims: people manage their social networks, learn about different cultures, and become more tolerant as they spend more time online. We used to be able to say that Internet users had more social and cultural capital before they came online (more income, more education) and that was why Internet users seemed like such sophisticated, tolerant people. It turns out there are some observable threshold effects in the relationship between technology and tolerance: controlling for things like education and income, people who use new media seem to become a more sophisticated, tolerant bunch.
To what degree do the people who use the Internet become more tolerant, giving sensitive responses to questions of social controversy? The degree of tolerance appears to be a simple function of exposure with new media technologies. In this volume we learn that they read more, they tend to discover new literature, music and other forms of culture; they tend to work in interesting organizational patterns that take advantage of knowledge networks; they tend to find community online, building their social capital by bridging and bonding different kinds of community; they query political and news content as it interests them. To what degree are these changes causally related?
Who We Know, What We Know
The literature on new media and society has often tried to explain and Internet user's political, economic, or cultural sophistication by the year they began using new media technologies. For survey researchers, the question "when did you come online?" was the best proxy for technological savvy. The assumption was that the early users were in sophisticated military, scientific, or economically elites circles and were more likely to have extensive social networks, altruistic motives, and technological savvy. In contrast, our contemporary contributors are exploring the connection between how much time spent online in an average day, a much better proxy for user sophistication. We already know that the people who started using new media were the wealthier more educated in the country --cultural omnivores in Peterson's words. Since it appears that the interesting relationship is between the average number of hours spent online in a week and all these positive attributes, we can hypothesize that the benefits of familiarity with new media accrue to those who are, well, familiar with new media. In other words, someone who only came online recently, who invests a significant amount of time taking advantage of new media tools, may enjoy the benefits as much as the tech-savvy old guard who started using bulletin board systems in the late 1980s. Confirming this relationship with panel studies and time series should be next on the research agenda. For now, we have good data about how we ourselves perceive the role of new media in our lives. This data lets us control for the effects of experience online --either how many years ago people started using the Internet or how much time people spend online in the day.
People seem to think that new media technology improves their social and cultural capital.
Social capital can be defined as who we know, and cultural capital can be defined as what we know. People report feeling that new media technology has allowed them to solidify and extend their social network, and expand their understanding of cultural, political, and economic matters. The authors in this collection offer a number of important caveats and cautionary notes, and use a variety of methods and data sources to flesh out their arguments. But a unique data series from the Pew Internet and American Life Project sheds some light on how many people feel about the role of new communication tools in their lives at the turn of the century. In this panel, a sample of people were first interviewed in March 2000, and then again a year later. Tables 1 and 2 present the results of logistic regressions for several dependent variables, modeled with the independent variables age, gender, educational background, income, the time of interview, ethnicity, race, and when they came online. Although it is common to report the coefficients from the logistic regression of independent variables onto a dependent variables, the exponentiated coefficients are the more intuitive "odds ratios." The odds ratio is the probability that one variable, controlling for all the other factors in a model, will predict a person's positive response to a question. For example, all other things being equal, the odds that a female respondent called a friend or relative just to talk are 149.1 percent greater ((2.491-1)*100) than the odds that a man would have called a friend or relative. Moreover, it is possible to predict the a particular response to questions such as "Yesterday, did you call a friend or relative just to talk?" For example, a 30-year-old woman with a BA who does not use the Internet, earns less than $50,000 a year and selfidentifies as African American but not Hispanic, would probably have responded positively (the odds are 118 to 1 in this sample). In contrast, if this respondent had reported using Internet for more than 3 years, she would very likely have responded positively (the odds would increase to 166 to 1 in this sample).
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New Media and Who We Think We Know. Overall, people who join society online believe they know more people as a result. Table 1 illustrates some of the ways that people have extended their social networks. These models predict a person's positive responses to a number of questions, while controlling for several demographic factors. The table holds some of the questions that were asked of all respondents and then some specifically for Internet users. Of the statistically significant variables, being younger decreases the likelihood that someone telephoned a friend or relative to talk, but being female, African American, or having come online more than three years ago greatly increases the odds that someone called a friend or relative to talk. Of the statistically significant variables, being younger, Hispanic, African or Asian-American decreases the likelihood that someone visited family or friends, but being female increased the likelihood. Even though most of the categories about when someone came online were not statistically significant, their positive direction suggests that more than non-users, people who use the Internet are probably in greater contact with their family and friends than non-users. Since the question about how many people a respondent can turn to can be modeled three ways with the three different response options, we have a more nuanced picture of how people who use the Internet feel more connected. The older a person is, the fewer people they feel they can turn to for social support. However, being female significantly increases the likelihood that a person will feel they can turn to many people. Having a college degree or an annual family income of $50,000 decreases the chance that a respondent felt they could turn to hardly any people. In contrast, being Hispanic, African or Asian-American increases the odds that a person will feel they can only turn to a few people, or hardly anyone. Most interesting for our purposes, compared to nonInternet users, people who have more experience online are less likely to choose the 'hardly any people' option, and more likely to report having 'many people' to turn to.
TABLE 1 HERE
But several questions about social life were put specifically to Internet users. Of the statistically significant variables, being older decreases the likelihood that a person will feel that the Internet has improved their connections to their friends and family, or improved their ability to meet new people. In contrast, being female, having a college degree, or an annual income of more than $50,000 increases the odds that a person will feel more connected to friends and family because of the Internet. However, the single largest effect lies with the fact of being re-interviewed a year later. In other words, after a year of using the technology, people were seven times more likely to say they that connections to their friends and family had improved as a result of using the Internet since their first interview in March 2000. 4 Statistically, the enthusiasm increased the longer a person had been using the technology. Compared to new users who had only started using the technology in the last six months, those who had been using for more than a year were at least three times more likely to say they Internet had improved their social connections. Similarly, more experienced users are twice as likely to feel the Internet had improved their ability to meet new people.
New Media and What
We Think We Know. Overall, people who join in society online think they know more things as a result. Table 2 illustrates some of the ways people garner information. Many people watch television news or read newspapers on a daily basis. Being older, having a college degree or more, having an annual household income of at least $50,000, being part of the re-surveyed sample in 2001 or having experience with the Internet increases the odds that a respondent and watched television news or read newspapers on a daily basis. In contrast, being female or a racial minority other than African American or Asian American decreases the odds that a person either watched news or read a newspaper. Being African American increases the odds of having watched TV news, but as with being Hispanic, decreases the odds that a person read a newspaper. In comparison to non-users, Internet users with more experience seem to spend more time staying connected to daily news through notably non-Internet media.
TABLE 2 HERE
For those who use the Internet regularly, Table 2 illustrates that the strongest predictors of how a person feels about the technology is the amount of time they have had to grow familiar with the technology, either in the year since they were last surveyed or over the course of several years of regular use. These odds ratios are useful in allowing us to compare effects. For example, they tell us that whether respondents feel the Internet has improved their ability to do their job depends much more on whether or they have a college degree than on whether they have an annual household income of more than $50,000. This contradicts the common wisdom that richer people get the most out of new media technologies. Furthermore, having a college degree or a high family income may double the odds that you feel the Internet has improved your ability to manage your personal finances, but the effect of having come online more than three years ago is four times as great. In other words, having more than three years experience is a better predictor of how someone feels about managing their finances online than whether they are well educated or have much money to manage.
Conclusion: The Embedded Media Perspective
Some scholars debate whether new media like the Internet are a mass media. It is increasingly commercialized, just like other mass media, and at the turn of the century 55 percent of households in the United States were online. Others frame new media technologies as personalized, tailored, user-driven media. But a more useful analytical frame emerges across contributors in this volume: an embedded media perspective. This collection has an overall argument about how people actually perceive the relationship between new media technology and their quality of life, and this broad argument is grounded in what people actually perceive this role to be. Millions of people who use new media find it deeply embedded in their lives, whether it is encoding new organizational forms in the market, building new kinds of activism in the political landscape, or experimenting with culture in ways that are exciting and new yet deeply ingrained in both the biases and beauties of social life offline. New media are more socially embedded than traditional mass communication technologies because users often produce and consume content and can design the software and hardware technology itself. Traditional media does not permit this fast dynamic production, consumption and redesign.
In economic sociology, the term 'embeddedness' has been used to describe the important ways that market mechanisms are grounded in social contexts, not behaving as idealized rational, transparent, bias-free tools for exchange (Granovetter, 1985; Uzzi, 1996) . In this volume, many contributors have taken what suggest is an embedded media perspective by researching how new media mechanisms are also culturally laden tools for communication grounded in social contexts. The embeddedness theme emerges from Larson's piece in that traditional media do not present the full spectrum of spiritual life, whereas new media creates homes for this rich variation because it is embedded in the rich variety of ideas and aspirations of our communities. New media is not greedy as television is, according to Wright and Griswold. It is not an exclusive medium demanding all our attention and is more deeply embedded in our day -coexisting with other technologies that save and consume our time in the day. In this sense, new media are embedded both in the context of traditional media and traditional technologies. For example, contemporary news programming frequently references website content and websites increasingly archive full video news actualities. Dessauer finds that new media content is embedded both in Internet and television technologies, such that distinctions are difficult if not meaningless. However, she does suggest that as a society we may be sacrificing local and network television news for online news. Dessauer, Silver and Garland, and Schneider and Foot, discussing blogging, through which we individually develop to document our personal experiences while other people treat them as reference sources. Embedded media link each other. Hargittai's focus groups reveal that one's ability to use new media technology is deeply embedded in the context of their family's information gathering skills. For Neff and Stark, the interesting story of the new economy is not so much the crash of the overvalued dot-com businesses, but the more lasting and deeply embedded effects on organizational structures and logistics. They discuss several cases in which users play the role of both producers and consumers of content, a kind of distributed construction that occurs across communities of users. Similarly, Kotamraju writes about the embedding of a profession -from a loosely defined category of artsy website development skills to a well codified set of programming skills. Sassen writes about the conceptual challenges of writing about digital materials that are territorially embedded.
The process of embedding new media in our social relations, and of embedding social relations in the medium, need not be speedy or automatic. Rice, Katz and StromerGalley note that new media like the Internet have no direct or exclusive role in shaping political outcomes, and for this reason it is difficult to find how our individual or group behavior may be changing. Stromer-Galley suggests that the growing proportion of people comfortable with the new media like the Internet, those for whom new media is a ubiquitous technology, are most likely to see it an useful tool for exercising franchise. In fact, the process of embedding media is competitive one, as Garland and Silver illustrate with their example of teens who want to IM and advertisers who want teens to shop. But ultimately, new media is embedded also in our economic and cultural lives because many of our economic transactions, daily work, and cultural consumption occurs online. Shade and Nakamura note that minority and feminine cultures are weakly embedded online, and that the champions of this process are looking for ways to profit by bringing offline cultures online. Meyering, Gurak and Burke remind us that privacy issues, and the privacy technologies available for our use, are embedded in legal institutions in multiple jurisdictions. They, and Sassen, develop stories about the way our technologies and the digital materials we compose are both locally sited and have global span. In this way Sassen adds to the argument that digital technologies are embedded in global politics, but we posit not just they are as embedded as all media, but that they are more deeply embedded than traditional media. Traditional media did not faithfully display Zapatista grievances to the world; it was left to new media to play that role (Halavais and Garrido 2003) . Whereas television stood alone, sometimes providing background noise to the day with static content, it competed with books and music for our attention. Embedded media is networked, delivers dynamic content and allows us to produce our own, holding multiple forms of textual, aural, and visual cultural content. As Griswold and Wright, Peterson and Ryan frame them, the zero-sum arguments about competing media may not apply precisely because the technology is deeply embedded in our lives. We develop personalities online, and our personalities develop online; cyberspace becomes a powerful cultural icon of its own, and prominent social organizations become dependent on new media for day-to-day operations.
Fit, Position, and Link. An embedded media perspective is a powerful analytical frame for describing the ways in which new media are deeply set in our social and personal lives. The embedded media perspective assesses the capacities and constraints of social life online by three measures: fit, position and link. First, in terms of fit, embedded media suit our daily routines without requiring our exclusive attention or demanding new habits. They are immersed in the background of our lives, and in engineering jargon the applications and tools of new media are extremely sticky. Media that fit well with existing social habits become deeply entrenched, difficult for us to give up, and fixed mediators of our social networks. Moreover, we seem quick to give up communication technologies that are ill-fitting and not embedded media. Second, in terms of position, embedded media help us improve our social status and quality of life. New information technologies often tax our skill set, but to the best of our ability we use media to learn about politics, economics and culture. By design, embedded media can help us or hinder us from forming our own opinion in political debates, improving our economic situation, or understanding our location in the complex cultural geographies we have created. Third, in terms of link, these technologies connect different spheres of our lives more efficiently and effectively than traditional media. We work at our home computer, and do our personal business over the workplace Internet. We can quickly learn about the global consequences of personal actions. Data about our policy preferences and shopping habits equally influence political positioning and commercial advertising campaigns. We use these technologies to manage our strong and weak links to other members of society.
For researchers, the analytical frame of an embedded media perspective offers several advantages. First, the embedded media perspective requires that the level of analysis we choose to take is local and immediate. We must examine how people use technology in their immediate social context. Taking a rational actor approach with general surveys will reveal something about users, but other methods are needed to dig deeply into society online. Moreover, people have much more control over embedded media than over traditional media. New media users act deliberately when they choose to produce and consume tools and content, but their choices may structure the constraints and capacities of new media later on. The embedded media perspective explains why trust is so prevalent online. We trust the information we find ourselves; we trust online news sources and companies with good reputations offline, we trust new organizational forms that use new media. Despite the wide ranging access that new media communication tools provide, people still prefer to interact with the people they know and trust.
Second, the embedded media perspective takes the position that communication tools provide both capacities and constraints for human action, and that individual users are responsible for taking advantage of capacities and overcoming constraints in daily use. Thus people are not simply solitary rational actors or extensions of their terminals as Castelles, Nie or Erbing might suggest (Castells, 1996; Nie and Erbing, 2000) , nor are they exclusively social beings unencumbered by the limits of technology as Barlow might suggest (Barlow, 1996) . There is mutual structuration: technological use patterns conform to relations in a personal network, but the habits of personal networking adjust to the communication tools available. Witte and Bainbridge take advantage of new media embeddedness by building a more nuanced survey instrument. Whereas traditional media force respondents to choose from a range of options pre-selected by researchers, embedded new media can offer multiple cues and allow respondents to reveal genuine preferences (Zaller and Feldman 1992) . We argue here that these new technologies have been deeply embedded in multiple spheres of life-cultural, political, and economic-such that the global and personal contexts of our lives are fitted together and tightly linked. The central project of this collection is to assess the life of society online. Arguing that people feel more connected and think they know more things is different from trying to establish that people are more connected and do know more things. However, establishing how society feels about its online interaction is an important introduction to research by some of the world's leading social scientists exploring the role of new media in society in terms of how people feel, think and act. 
